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Our Agenda 

• Challenges Today 

• Traditional Presentations 

 - creating the message 

 - delivering the message 

• Employee Communications 

• Q & A 
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Communications Today 

• Changes in 

technology, lifestyles 

and media present a 

challenge to all 

communicators 

• Average adult 

    is exposed to  

   ~5,000 messages  

   each day 
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The Five-Second Decision 

• What’s this? 

• Why should I care? 

• What’s required of 

me? 

 

• What’s in it for me? 

http://www.google.com/url?url=http://www.electronicproducts.com/Computer_Systems/Standalone_Mobile/Are_smartphones_smart_enough_to_read_your_emotions.aspx?id%3D2548&rct=j&frm=1&q=&esrc=s&sa=U&ved=0ahUKEwiQiLfhgZvMAhUKeT4KHb3NDp04FBDBbgg6MBI&usg=AFQjCNEYAQ3EiaFsumi6bo3Wua1GMAswww


CREATING THE MESSAGE 

7 



Fundamental Considerations 

• Why am I doing this? 

• What is the purpose? 

• What is the desired outcome? 

• Who is the audience? 
– Why do they care? 

– What do they already think? 

– What land mines are out there? 



Analyzing your audience 

• Level of influence in the community? 

• One mind or many minds? 

• Allies or enemies? 

• Knowledge about the subject 

matter? 



Your Purpose in Communicating 

PURPOSE:  The underlying reason you 
are presenting  

– To introduce something/somebody 

– To inform your audience 

– To persuade your audience 



The Key Message 

• The most important thought or idea 

you want to communicate to an 

audience 

– Answers “what’s in it for me” question 

– Provides a compelling reason for them 
to think or act in a desired manner 



Key Message as Focal Point 

• The key message then becomes 

your focal point for developing the 

communication  

– Sub-messages 

– Supporting materials and data 

– Call to action 

 



Key Message Examples 

Open enrollment ends May 31; even if 

you don’t think you need to change 

anything, you should read this 90-page 

brochure. 
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Key Message Examples 

Open enrollment ends May 31; even if 

you don’t think you need to change 

anything, you should read this 90-page 

brochure. 

 

New options, different deductibles 

and free eyeglasses.  Don’t get left 

out!  Open enrollment ends May 31. 
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Key Message Examples 

• The HR Department is pleased to 

announce a revamped tuition 

assistance program. 
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Key Message Examples 

• The HR Department is pleased to 

announce a revamped tuition 

assistance program. 

 

• Go back to school and we’ll cover 

the cost.  Under our new tuition 

assistance program, … 
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Key Message Examples 

• Our new time and attendance 

system goes into effect on July 1.  

Click here to watch the 10-minute 

PowerPoint training. 
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Key Message Examples 

• Our new time and attendance 

system goes into effect on July 1.  

Click here to watch the 10-minute 

PowerPoint training. 

• Don’t be late!  We’re launching our 

new e-Time system July 1.  Complete 

this training by June 1 for a chance 

to win a gift card. 
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Getting Started  

• The introduction should: 

– Capture the essence of why and how 
your audience will involve themselves in 
what you are presenting 

– Establish a common ground with the 
audience 

– Prove your credibility 

– Pique the audience’s interest; prepare 
them to listen or read on 



Some ways to start 

• Illustration 

• Striking Statement 

• Personal Reference 

• Rhetorical Question 

• Humor? 



Ending Well 

• The conclusion is a final appraisal, 

recommendation, an application of 

ideas or a summary. 

– Reference to material used in intro 

– Quotation/fact consistent with message 

– Rhetorical question 

– Summary 

– Call to Action 



Consider the Medium 

• e-mail:  subject line is important; be 

brief; think about phone reading; 

proof carefully 

• printed:  headlines are important; 

watch length; more formal writing, 

but keep it simple, use bullets 

• spoken:  keep it simple, repeat key 

messages, consider a/v  
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DELIVERING THE MESSAGE 
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Four V’s 

Albert Mehrabian’s Three V’s: 

• Verbal 

• Vocal 

• Visual 

Noah Zandan – 4th V 

Vital Elements of Communications  
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Verbal 

1. Word choice should be appropriate for 
your audience 

- formal, less formal 

- Jargon, definitions 

2.  Avoid “hedging” language 

  Hedging:  kind of, I think  

  Better:  I believe, I know 

3.  Speak clearly and concisely 

- Write for the ear if presenting orally 
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Vocal 

• Volume, rate, cadence/rhythm 

• Variety matters – include it in your 

practice 

• Be careful about sing-song or “tennis 

match” rhythm 

• Disinfluency/paralanguage “ums 

and ahs” 
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Visual 

• Not just PowerPoint! 

• 83% of human learning occurs 

visually  (Zandan) 

• Your nonverbal:  eye contact, 

gestures, posture, energy, 

confidence 

• For remote, important to look into 

the camera 
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The Presenter’s Options 

• A complete script 

• An outline 

• Key words or phrases 



Vitals (Zandan) 

• Authenticity  

- Passion 

- Energy 

- Warmth 

- Acknowledge Audience  
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Four V’s 

• Verbal 

• Vocal 

• Visual 

• Vital Elements – passion, energy, 

warmth 
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Roger Ailes 
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Ten Most Common Problems   
    Roger Ailes 

• Lack of initial rapport with audience 

• Speaker seems uncomfortable 

• Poor gestures 

• Poor eye contact 

• Material is too intellectual; speaker 

doesn’t involve audience 

emotionally 

 



Ten Most Common Problems  
Roger Ailes 

• Lack of humor 

• Direction, intention of speech 

unclear 

• Inability to use silence as an impact 

• Lack of energy 

• Use of boring language, 

uninteresting material 



Breathing and Body 

Language 

• Breathing Techniques 

• Posture 

• Eye Contact 

• Fighting Nerves 

• Gestures 

• To Podium or Not To Podium 



Ailes’ Four Deadly Sins 

People won’t forgive a speaker who 

isn’t: 

Prepared 

   Comfortable 

Committed 

Interesting 



Be careful of gesture habits 
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“Reading” Your Audience 

• Get there early and meet some of 

them 

• Watch them with other speakers 

• Watch their body language 

• Be prepared to get to your 

conclusion quickly 



Practice! 

• In front of a mirror 

• In front of colleagues 

• In front of family/friends unfamiliar 

with topic 

• In the car 



Handling Questions  

• Know your subject.  Be prepared. 

• Anticipate questions in advance. 

• Practice with colleagues. 

• Stay in control. 

• Listen well. 

• Repeat the question. 

• Respond with a short answer. 
 
 



Using Visual Aids 

• VISUAL AIDS SHOULD SUPPORT YOUR 

PRESENTATION, NOT DOMINATE IT 

• Write your presentation first; then 

add visuals only if they help you 

make your case 

• Simple is better 



PowerPoint Tips 

• Some general tips 
– Always have a backup plan 

– Have enough lighting to see and be 
seen 

– Avoid the fancy stuff unless you’re an 
expert 

– Use no more slides than you need 

– Use contrast:  dark font on light 
background 

– Phrases are best 



Graphics–readable and relevant 

• This graphic is 

relevant but it is 

not readable. 

– Too small to 

project 

– Too complex 



Communicating in a Crisis 

• What you do and what you say in the 
first hours after a crisis strikes usually 
determines how well (or if) your 
organization survives. 
– In today’s global environment of instant, 

constant communications, the time frame 
may be reduced to minutes instead of 
hours. 

• Once a crisis begins, it’s too late to 
write a plan, decide what to do or who 
will do it. 



Audiences to Consider 

• Media  

• Employees & families 

• Customers 

• Neighbors/the community at-large 

• Officials & regulators 

• Governor’s Office/City or County 
Manager’s Office 

• Opinion Leaders 
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EMPLOYEE COMMUNICATION 
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So much to do, so little time… 

 

• Employees face a lot 

   of communication clutter 

• Need important messages more 

than once 

• Consider the employee’s work 

environment 
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Lottery Employees 

• 24/7 operation 

• Half at HQ in an office setting 

• 80+ on the road visiting retailers 

• 25 in regional Customer Service 

Centers 

• 25 working shifts other than 9-5 
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Our multi-channel approach 

• Voicemail 

• e-mail 

• Intranet – LottoLand 

• text messages 

• written 

• written to home 

• agency meetings 

• departmental meetings 
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Paula’s Pointers 
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1. Prepare 
2. Proof 
3. Practice 
4. Passion 
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Comments or Questions? 
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